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Abstract: The purpose of this research is to examine the relationship among the quality management, trust and behavioral intention to use internet
banking of customers in Thailand. Using a structured questionnaire, primary data were collected from 400 internet banking users from both public and
private banks, randomly selected from various parts of Thailand. Multiple regression was used to study the effect of quality management on trust and the
effect of trust on behavioral intention to use internet banking. The findings indicate that the strongest predictor of quality management on trust is the
service quality. In addition, the results show that trust and behavioral intention to use internet banking is positively correlated in the moderate level. There
are three factors of quality management (service quality, system quality, and information quality) that associated with internet banking. The system and
service qualities positively affects on trust, however, the information quality negatively affects on trust. The results of this study suggest that trust on
internet banking services derive from these followings: (1) accuracy and fast response of the data transaction; (2) stability of the system; (3) the lower

fees and (4) time saving.

Index Terms: Internet banking, Behavioral intention to use internet banking, Quality management, Trust.

1 INTRODUCTION

NOWADAYS, banking is one of the services that are important
in everyday life. Many researchers have focused on using the
internet for financial services [25, 26]. Since competition has
increased in the banking system, new technology helps
facilitate banking services and increase the challenges facing
the banking industry in the areas of quality management and
trust [20]. In addition, banks are committed to developing
customer contact in order to provide more support to
customers and is another way to attract customers. Most
banks have introduced various technologies to help in the
implementation of transactions processing and related
financial services. Competitiveness of the banking business
can be gained by the new products and faster services to the
target customers. Internet banking is an alternative for the
banks to provide extended services. This is achieved by
investing in the development of transactional services using
internet technology. Most banks focus on reducing the cost of
operations and improving efficiency in operations, offering
services available at any time (24 hours a day, 7 days a week)
[23]. Such services include balance enquiry, financial
transactions statement printing, funds transfer, and bill
payment (Frust, Lang, & Nolle, 2000). It is not only the
technology but also the business processes that are critical,
including customer care, customer data management, and
customer information security. For this reason, both internal
and external development of internet banking services
connects bank staffs and resources together. Internet banking
consists of a network of customers, application servers and
databases [16] which combine bank operations, information
technology and online transactions for efficient execution of
services [39]. Internet banking usage has experienced
significant growth in almost every country worldwide.
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However, the adoption of transaction processing systems still
not very famous. In a preliminary survey in the U.S., it was
found that people who use internet banking are mostly
customers who have opened an online account. The research
of ACNielsen (2007)[1] found that the use of banking services
on the internet has increased in Asian countries. Therefore,
providing these services through advertising campaigns by the
banks can increase number of internet banking users [23]. For
internet banking services in Thailand, the number of accounts
using online banking stands at 8,943,950 accounts in year
2014, but only 15,886 customers accessing transaction
services. (Bank of Thailand, 2014). The online services
offered through banks accessed on a 24 hour daily basis by
customers included such things as paying cell phone bills,
credit card bills, payment for internet access, house/mortgage
payments and university tuition fees. Some banks have added
extra services for customers’ convenience such as setting a
date for advanced payments. These services facilitate
customers and provide greater customer satisfaction.
However, using internet banking still not very popular due to
the fact that customers do not trust the safety of the system. A
survey indicated that the implementation of banking services
on the internet is growing rapidly and is expected to continue
to grow steadily. However, the limitations of technologies and
management of the internet banking had to be improved [41].
Haag et al. (2000)[36] demonstrates that there has been an
increase in the efficiency of the service information such as
speed of information processing, accuracy, reliability of
information and ease of use. Also, security of access to
information, the identification of use, and building trust on the
internet banking has been enhancement, making internet
banking safer and more reliable [31]. A primary survey by the
National Statistics found that 53% of total bank’s customers
used internet banking, 26% of total bank’s customers used
electronic payment (E-payment). However, there are important
factors that deter customers from using internet banking such
as doubt of internet banking safety (59% of customers), doubt
of legal support in the case of error or fraud (32% of
customers) and fear of the complexity of such systems (29%
of customers) (Bank of Thailand, 2012). There are factors that
affect the adoption of the technology, such as trust of the
system, quality of service and risk. In this research, we have
studied the factors that influence the behavior of the users
who use internet banking and the factors that affect user’s
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trust. These can help guiding banks to improve the internet
banking system to promoting a positive image and boosting
consumer confidence in choosing internet banking. It is
important to increase the number of users conducting financial
transactions, and to meet the needs of customers using the
internet banking.

2 RESEARCH QUESTIONS
1. In Thailand, how quality management
customers’ trust in internet banking usage?
2. Is there any influence of trust on behavioral intention
to use internet banking in Thailand?

affect

3 OBJECTIVES OF THE RESEARCH
In this study, there are two main objectives:
1. To study the effect of quality management on trust.
2. To study a relationship between trust and behavioral
intention to use internet banking.

4 LITERATURE REVIEW

4.1 Behavioral Intention to Use Internet Banking

The TRA (Theory of Reasoned Action) is a well-established
social psychological model that is concerned with the
determinants of consciously intended behaviors [24]. From a
theoretical point of view, the TRA is intuitive, parsimonious,
and insightful in its ability to explain behavior [32]. The TRA
assumes that individuals are usually rational and will consider
the implications of their actions prior to deciding whether to
perform a given behavior [15]. The TRA is a general model
and, as such, it does not specify the beliefs that are operative
for a particular behavior (Davis et al., 1989). Thus, the
researcher using the TRA must first identify the beliefs that are
salient for participants regarding the behavior under
investigation. Furthermore, the TRA deals with the prediction,
rather than outcome of behaviors [42]. In the TRA, behavior is
determined by behavioral intentions, thus limiting the
predictability of the model to situations in which intention and
behavior are highly correlated. The TRA is a general model
and, as such, it does not specify the beliefs that are operative
for a particular behavior (Davis et al.,, 1989). Thus, the
researcher using the TRA must first identify the beliefs that are
salient for participants regarding the behavior under
investigation. Furthermore, the TRA deals with the prediction,
rather than outcome of behaviors [42]. In the TRA, behavior is
determined by behavioral intentions, thus limiting the
predictability of the model to situations in which intention and
behavior are highly correlated. The highest correlates between
intention and behavior are found where the temporal gap
between their expressions is minimal. To take the extreme
case of overcoming this, however, measuring intention and
behavior simultaneously fails to ensure a true test of the
model’s power to predict the future. At best, it corroborates the
attitudinal basis of current behavior. Davies et al (2002)[17]
suggested that in order to test TRA, actual behavior should be
measured objectively and unobtrusively without signaling in
any way its connection to the prior intention measurement
phase. A further requirement of the TRA is that behavior must
be under volitional control. Hence, the TRA is ill equipped to
predict situations in which individuals have low levels of
volitional control [14].
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4.2 Trust

The role of trust in the development and maintenance of
successful relationships is likely to be of particular significance
in the financial services sector because of the complexity of
many products [3, 10, 34]. Trusting intention means that one is
willing to depend on, or intends to depend on, the other party
even though one cannot control that party [4, 7]. Trusting belief
and trusting intention came primarily from social psychology,
which says that interactions between people and cognitive
emotional reactions to such interactions determine behavior. In
this study, we use the term trust from the viewpoint of trusting
belief. Trust refers to the belief that the promise of another can
be relied upon and that, in unforeseen circumstances, the
other will act in a spirit of goodwill and in a benign fashion
toward the trustor [35]. The customer’s trust is, therefore, a
confident belief in the service [22, 5]. In many cases, the trust
is based on previous interactions, although a service previous
behavior cannot guarantee that he/ she will act as expected
[5]. Customers’ trust will increase if a service has behaved
previously as expected. Trust is the perceptions of
competence, has three characteristics: ability, benevolence,
and integrity [33, 9]. Ability means that a trustor believes that
a trustee has the power to do for him/ her what he/she needs
done. Benevolence is the extent to profit motive. Integrity
means that a trustor believes that a trustee makes good-faith
agreements, tells the truth, acts ethically, and fulfills promises.
McKnight and Chervany (2002)[9] presented one other
characteristic of trust, predictability. Mayer et al.,(1995)[33]
however, asserted that trust must go beyond predictability
because if one does not trust the other party he/she can ignore
the needs of others and act in a self interested fashion. This
study adopts the trust characteristics presented by Mayer et al.
(1995) [33].

4.3 Information System Success Model

DelLone and McLean (1992)[37] reviewed information system
success measures and devised a model of the
interrelationships between six information system (IS) success
factors: system quality, information quality, use, user
satisfaction, individual impact and organizational impact, as
shown in Figure. 1 [40]. Based on prior studies, DeLone and
McLean (2003)[38] updated their model of IS success by
adding a ‘“service quality” measure. Whether service quality
should be included in the IS success model is still
controversial [38]. According to DelLone and McLean
(2003)[38], To measure the success of a single system
(individual system), ‘information quality’ or ‘system quality’ may
be the most important quality component.

System
Quality

J\\ Use
2T w
—I/ User

Satisfaction

Individual
Impact

Organizational
Impact

Information
Quality

_\\
-/

Figure 1 DeLone and McLean (1992)[37]

DelLone and McLean (1992) insisted that system quality and
information quality affects the extent of its utilization and its
users’ satisfaction, ultimately influencing the behaviors of
individuals and the organizations to which they belong.
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4.4 System Quality and Information Quality

System quality and information quality are important factors in
the IS success model, which determines users’ trust in
financial transactions [25]. Because internet banking does not
involve face-to-face contact, high system quality and
information quality are critical to ensure users’ trust. System
quality refers to the performance of IS in terms of reliability,
convenience, ease of use, functionality, and other system
metrics. Information quality refers to characteristics of the
output offered by the IS, such as accuracy, timeliness, and
completeness [38]. Lin and Lu (2000)[2] also argued that the
quality of the information system, as measure by response
time and system accessibility, was able to elicit usage on the
system. These relationships were also presented and
supported by Seddon (1997)[30] in an extension of the IS
success model.

4.5 Service Quality

Parasuraman et al., (1985, 1988)[27, 28] studies showed that
high levels of customer service quality can expect a positive
influence on customer satisfaction. Unlike the manufacturing
product quality that can be readily assessed. The service
quality is an elusive and abstract construct that poses
definition and measurement obstacles. The literature has
suggested that service quality is determined by the differences
between customers’ expectations of service provider’s
performance and their evaluation of the service they received.
There are five dimensions of service quality in this study which
are as follows: Tangibles is the appearance of facilities,
equipment, materials, and personnel, Reliability is the
performance of the service in a dependable and accurate
manner; Responsiveness is the willingness of staff to help
customers and provide prompt service, Assurance is the
staff's ability to provide courteous and knowledgeable service
and Empathy is the staff's ability to understand the needs of
the customer.

5 HYPOTHESES

There are 2 hypotheses of this research

H1: Quality management have effect on trust.

H2: There is a positive relationship between trust and
behavioral intention to use internet banking.

H2a: There is a positive relationship between ‘ability’ aspect of
trust and behavioral intention to use internet banking.

H2b: There is a positive relationship between ‘benevolence’
aspect of trust and behavioral intention to use internet
banking.

H2c: There is a relationship between ‘integrity’ aspect of
intention to use internet banking.

which are as follows:
The model of this study shows in Figure 2

Quality Management Trust

H1 H2

Benevolence

Integrity

Service Quality
Behavioral

Intention Use

System Quality

Information Quality

Figure 2 Research model
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6 RESEARCH METHODOLOGY

6.1 Sample Design and Data Collection

This study reports on the analysis of primary data which have
been collected from a sample of 400 respondents (who had
internet banking experience in Thailand). The number of
respondent was calculated by using formula of Yamane
(1973)[43]. The samples were identified randomly and drawn
from both public and private banks in different parts of
Thailand. The questionnaire was pretested among 30 trial
respondents. The collected data was analyzed by using both
descriptive and inferential statistics. Descriptive statistical tools
used in this study were percentage, mean, standard
deviations. Correlations and inferential statistics tools such as
regression analysis have been wused to study the
interrelationship between variables.

6.2 Reliability and Validity Analysis of the Instrument
Construct reliability measures the stability of scale based on
internal consistency of items. The reliability of the constructs
was measured using Cronbach’s alpha which should be
statistically significant and preferably greater than 0.70 [18,
19]. As a result of these refinements and purification, the initial
measurement instrument of 43 items was reduced down to 42
items for the final, refined measurement model. The validity for
all variables are measured by factor loading which indicate
internal consistency for all factors measurement. The result of
factor loadings shows that all are above 0.4, thus indicating
convergent validity for all factors. [44]

7 RESULTS AND INTERPRETATION OF DATA ANALYSIS

7.1 Demographic characteristics of the respondents
The 400 respondents who participated in the study are
grouped into various categories on the basis of gender, age,
education, occupation and monthly income. The respondent’s
profile is exhibited in Table 1.

TABLE 1.
DESCRIPTION STATISTICS OF RESPONDENTS’ CHARACTERISTICS

Measure Category Frequency Percentage

Gender Wale 180

Female 220

45.00
55.00

Age =20 13 3.25
20-25 111 30.25
26-30 132 33.00
31-35 B8 22.00
35-40 33 8.25
> 41 13 325

Highest education Diploma 20 5.00
University (Undergraduate) 254 63.50
University (Master) 120 2000
University (Doctoral) 6 150

Occupation Students 78
Employees 80

State enterprise officers 132

18.50
20.00
33.00
Governmentservants o8 2450

Others 12 3.00

Income
(per month)

<5000 Bath 37 9.25
5,000-9,992 Bath 40 10.00
10,000- 14,998 Bath 63 1575
15,000- 18,393 Bath o8 24.50
»= 320,000 Bath 162 40.50
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e The demographic profile of survey respondents (Table
1) shows that most of the respondents are female
(55.0%), aged between 26 and 30 years (33.00%),
hold an undergraduate degree (63.50%), worked as
state enterprise officers (33.00%) and earn monthly
incomes higher than 20,000 Baht (40.5 %).

7.2 Multiple Regression

TABLE 2
Result of H1 Hypothesis Testing

Unstandardiz

ed Collinearity
Coefficients Statistics
B Std. T Sig Toleran VIE
Error ce
(Con)stant 077 117 o o
Service
Quality .687 .047 14.623 .000 404 2.473
System
Ouality 284 042 6706 000 404 2473
Informati
on 0.55 0.41 -1.332 .184 426 2.347
Quality

Dependent: trust
R=0.848, R,=0.719, Adjusted
R,=0.717

The result of hypothesis 1 (H1) testing shown in Table 2. It
shows that H1 is not supported. Not all dimensions of quality
management (service quality, system quality and information
quality) have effect on trust. Only service quality and system
quality have effect on trust. While, information quality have no
effect on trust at 0.05 statistically significant level. The multiple
regression equation of the effect that service quality and
system quality have upon trust can be written as:

Trust = 0.077 + 0.687 service quality
+ 0.284 system quality

The adjusted R — square attained which equivalent to 0.717, it
explains that 71.7 % of the trust is influenced by service quality
and system quality. While the rest (28.3%) of the influence
arises from other factors other than service quality, system
quality and information quality.

7.3 Correlation

In order to assess possible correlation between variables,
Pearson coefficient of correlation was calculated for all
variables. We found significant interaction effect supporting
hypotheses H2, H2a, H2b and H2c is accepted (shown in
Table 3). Base on the result, it demonstrates that there is a
positive relationship between trust and behavioral intention to
use internet banking (0.580, 0.579, 0.496, 0.537) at the
statistically significant level of 0.01 (the construct “trust” in this
research includes ability, benevolence and integrity)

ISSN 2277-8616

TABLE 3
RESULT OF H2 HYPOTHESIS TESTING

n =400
Hypothesis Pearson
Correlation

H2: There is a positive relationship between trust 0.580**
and behavioral intention to use internet banking.
H2a: There is a positive relationship between
‘ability’ aspect of trust and behavioral intention to 0.579*
use internet banking.
H2b: There is a positive relationship between
‘benevolence’ aspect of trust and behavioral
intention to use internet banking. 0.496**
H2c: There is a positive relationship between
‘integrity’ aspect of trust and behavioral intention
to use internet banking.

0.537**

**Correlation is significant at the 0.01 level (2-tailed)

8 CONCLUSION

This research has successfully achieved its primary objectives
which are to find the effects of different dimensions on quality
management and trust on internet banking in Thailand. Based
on the findings in the previous section of quality management,
it found that service quality and system quality are the major
factors relating in building trust of behavioral intention to use
internet banking. These two important factors are comprised of
these followings: (1) security of system (2) system usability (3)
easy learning language website (4) transaction speed and (5)
the service reliability (with no occurrences of errors and
problems during the transaction). The research also found that
there is a positive correlation between trust and behavioral
intention to use internet banking. This basically implies that
users regard trust in the system as the major point in their use
of internet banking. Moreover, it also can assist in enhancing
user satisfaction with the internet banking system. As the
result, users become familiar with the service and feel
confident to continue to use the system in the future and to
recommend the service to others. Future research should also
examine the relationship of other dimensions (e.g., perceive
risk, brand image and brand loyalty) effected on trust in
internet banking using Structural Equation Model (SEM).

REFERENCES
[1] ACNielsen, “From High Street to Web for the Bank
Brand: Internet Banking the most frequently used
banking method,” downloadable from website
http://my.nielsen.com/site/20070828.sht., 2007.

[2] C.C. Linand H. Lu, “Towards an understanding of the
behavioral intention to use a web site,” International
Journal of Information Management, 20(3), 197-208,
2000.

[3] D.Bejou, C. Ennew and A. Palmer, “Trust, Ethics and
Relationship Satisfaction,” The International Journal of
Bank Marketing, 16(4), 170,1998.

[4] D. Gefen, E. Karahanna and D.W. Straub, “Trust and
TAM in online shopping: An integrated model,” MIS
Quarterly, 27(1), 51-90, 2003.

260

1JSTR©2015
WWW.ijstr.org



INTERNATIONAL JOURNAL OF SCIENTIFIC & TECHNOLOGY RESEARCH VOLUME 4, ISSUE 09, SEPTEMBER 2015

[5] D. Gefen, “E-commerce: the role of familiarity and
trust,” Omega 28(6), 725—737, 2000.

[6] D. Gefen, E. Karahanna and D.W. Straub, “Potential
and repeat e-consumers: The role of and trust and
TAM,” IEEE  Transactions  on Engineering
Management, 50(3), 307— 321, 2003.

[7] D. Kim and I. Benbasat, “Trust-related arguments in
Internet stores: A framework for evaluation,” Journal of
Electronic Commerce Research, 4(2), 49-64, 2003.

[8] D.H. McKnight, K. Stewart and D.W. Straub, “Should
institutional trust matter in information systems
research,” Communications of the AIS, 19(7), 205-
222, 2006.

[9] D.H McKnight and N.L. Chervany, “What trust means in
e-commerce customer relationships: an
Interdisciplinary conceptual typology,” International
Journal of Electronic Commerce, 6(2), 35-59, 2002.

[10] D.H. McKnight, L.L. Cummings and N.L. Chervany,
“Initial  trust formation in new organizational
relationships,” Academy of Management Review,
23(3), 473-490. 1998.

[11]D.H. McKnight, V. Choudhury and C. Kacmar,
“‘Developing and validating trust measures for
ecommerce: An integrative typology,” Information
Systems Research, 13(3), 334-359. 2002.

[12] D.H. McKnight, V. Choudhury and C. Kacmar, “The
impact of initial consumer trust intentions to transact
with a Web site: A trust building model,” Journal of
Strategic Information Systems, 11, 297-323, 2002.

[13] D.H. McKnight, K. Stewart and D.W. Straub, “Should
institutional trust matter in information systems
research?,” Communications of the AIS, 19, 7, 205-
222, 2006.

[14]1. Ajzen, “The theory of planned behavior,”
Organizational Behavior and Human Decision
Processes, 50, 179-211, 1991.

[15]I. Ajzen and M, Fishbein, “Understanding Attitudes
and Predicting Social Behavior,” Englewood Cliffs, NJ:
Prentice Hall., 1980.

[16]J. Cleens, V. Dem, and J. Vandewalle, “On the
security of today’s online electronic banking systems,”
Journal of Computers & Security, 21(3), 257-269,
2002.

[17]J. Davies, G. Foxall and J. Pallister, “Beyond the
intention behavior my theology: An integrated model
of recycling,” Marketing Theory, 2, 29— 113, 2002.

[18] J.F. Hairdr, R.E. Anderson, R.L. Tatham, and W.C.
Black, “Multivariate Data Analysis,” 5th Edition,
Prentice-Hall, Upper Saddle River, NJ. 1998.

1JSTR©2015
WWW.ijstr.org

ISSN 2277-8616

[19] J.F Hairdr and R.E. Anderson, “Multivariate Data
Analysis: A Global Perspectives,”’(7th ed). New York:
Pearson International, 2010.

[20]J. Vibhor, G. Sonia and J. Smrita, “Customer
Perception on Service Quality in Banking: with special
reference to India private banks in Moradabad
region,” International Journal of Research in Finance
& Marketing, 2(2), 597-610, 2012.

[21]K. Celuch, S. A. Taylor, and S. Goodwin
“Understanding insurance salesperson internet
information management intentions: A test of
competing models,” Journal of Insurance Issues,
27(1), 22-40, 2004.

[22]L.A. Crosby, K.R. Evans, and D. Cowles,
‘Relationship quality in services selling: an
interpersonal influence perspective,” Journal of
Marketing, 54(3), 68—81, 1990.

[23] L. Bradley and K. Stewart, “A Delphi study of the
drivers and inhibitors of Internet banking,”
International Journal of Bank Marketing, 20(6), 250 —
260, 2002.

[24] M. Fishbein and I. Ajzen,“ Attitude, Intention and
Behavior: An Introduction to Theory and Research, ”
Addison-Wesly, Reading, MA. , 1975.

[25] Mukherjee and Nath, “A model of trust in online
relationship banking,” International Journal of Bank
Marketing, 21 (1), 5 — 15, 2003.

[26]M. Tan, and T.S.H. Teo, “Factors influencing the
adoption of Internet banking,” Journal of the
Association for Information Systems. 1, 1-42, 2000.

[27] Parasuraman, Zeithaml and Berry, “A Conceptual
Model of Service Quality and Its. Implications for
Future Research,” Journal of Marketing, Fall, 41-50,
1985).

[28] Parasuraman, Zeithaml and Berry, “A Conceptual
Model of Service Quality and Its,” Delivery of Service
Quality, Journal of Marketing, 35-48. 1988.

[29] P.A. Pavlou, “Consumer acceptance of electronic
commerce — Integrating trust and risk with the
technology acceptance model,” International Journal
of Electronic Commerce, 7, 3, 69-103, 2003.

[30] P. A. Seddon, “Respecification and extension of the
DelLone and McLean model of IS success,” Journal
Information Systems Research, 8(3), 240-253, 1997.

[31] P. Gerrard and J.B. Cunningham, “The diffusion of
Internet banking among Singapore consumer,”
International Journal of Bank Marketing, 21(1), 1628,
2003.

[32]R. Bagozzi, F. D. Davis and P. R. Warshaw,
“Development and test of a theory of technological

261



INTERNATIONAL JOURNAL OF SCIENTIFIC & TECHNOLOGY RESEARCH VOLUME 4, ISSUE 09, SEPTEMBER 2015 ISSN 2277-8616

learning and usage,” Human Relations, 45(7), 660-
686, 1992.

[33]R.C. Mayer, J.H. Davis and F.D. Schoorman, “An
integrative model of organizational trust,” Academy of
Management Review, 20(3), 709—-734, 1995.

[34] S.R. Diacon and C.T. Ennew, “Ethical issues in
insurance marketing in India, ” Indian Journal of
Marketing, 30(5), 67-80, 1996.

[35] S. Grazioli and S.L. Jarvenpaa, “Perils of Internet
fraud: An empirical investigation of deception and trust
with experienced Internet,” IEEE Transactions on
Systems, Man, and Cybernetics—Part A: Systems
and Humans, 30(4), 395-410, 2000.

[36]S. Haag, M. Cummings and J. Dawkins,
“Management Information Systems for Information
Age,” The McGraw-Hill Companies, North America,
2nd Edition, 248 — 256. 2000.

[37] W.H. DeLone and E.R. McLean, “Information systems
success: The quest for the dependent variable,”
Information Systems Research, 3(1), 60-95, 1992.

[38] W.H. DeLone and E. R. McLean, “The DelLone and
McLean Model of Information Systems Success: A
TenYear Update, ” Journal of Management
Information Systems, 19(4), 9-30, 2003.

[39] W. Nasri and L. Charfeddine, “Factors affecting the
adoption of internet banking in Tunisia: An integration
theory of acceptance model and theory of planned
behavior,” Journal of High Technology Management
Research, 23, 1-14, 2012.

[40]W. Wang and |. Benbasat, “Trust And adoption of
online recommendation agents,” Journal of the AIS,
6(3), 72— 101, 2005.

[41] Y.J. Yang, “The Security of Electronic Banking,” 20th
NISSC Proceedings Baltimore, Maryland, October,
1997, Available at:
http://csrc.nist.gov/nissc/1997/proceedings/041.pdf.

[42] Y. Shumaila, Yousafzai, G. John, Pallister, R. Gordon,
and Foxall, “A proposed model of e-trust for electronic
banking Technovation,” 23, 847-860, 2003.

[43] T. Yamane,.”Statistics: An Introductory Analysis.” 3rdE,
.New York. Harper and Row Publications, 1973.

[44] J.C. Nunnally, “Psychometric theory,” 2. New York:
McGraw-Hill, 1978.

262
1JSTR©2015
WWW.ijstr.org



